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Factors influencing consumer retention of 
mobile apps: A Conceptual perspective on the 
high-street retails 
Khalid AL-Nabhani, Alan Wilson 
University of Strathclyde 
The high adoption rates of branded mobile applications (Apps) demon-
strates its popularity, but also shows that consumers are emerging into an 
era where products and services are consumed anytime anywhere. De-
spite the high adoption rates of branded mobile apps, recent ongoing stud-
ies highlight the importance of investigating the low retention rates of 
smartphone mobile apps by consumers. This study presents a conceptual 
model, which includes factors that motivate consumers to retain mobile 
apps from high-street retailers, based on the literature and 21 in-depth in-
terviews with non-student consumers. 
1. Introduction 
Mobile phones are known for their persuasive capabilities in altering human behav-
iour for the following reasons. People are emotionally attached to their mobile phones 
(Fogg 2007, Rohm et al., 2012), mobile phones are with us anytime anywhere, and 
the mobile phone is becoming capable of doing many things despite its small form 
factor (Fogg 2007). The number of smartphone users is expected to continuously 
grow to reach RIWKHZRUOG¶VSRSXODWLRQE\ (Ericsson, 2015), and consum-
HUV¶ willingness to use mobile commerce (m-commerce) is witnessing a rapid growth 
that is beyond expectations (Criteo, 2014). A study by Criteo (2014), reports that the 
value of m-commerce through smartphones is reaching to the level of desktop com-
puters, and is generating more transactions than other mobile devices (e.g. tablets). 
In addition, the study also show that the m-commerce channel is becoming more 
about initiating transactions on the smartphones, and not just researching information 
about products.  
The sPDUWSKRQH LVDOVR UHIHUUHG WRDV WKHFRQVXPHU¶V ³EUDQG LQ WKHKDQG´ 6XOWDQ
Rohm, 2005, Rohm et al., 2012). As a marketing medium, mobile phones are also 
considered to be the largest marketing channel for delivering strategic marketing ac-
tivities (Sultan; Rohm, 2005). It is worth noting, that academics already predicted that 
mobile phones would become the most important technological platfRUPLQSHRSOH¶V
lives. For example, Fogg (2007, p.5) states ³, EHOLHYH PRELOH SKRQHV ZLOO VRRQ Ee-
come the most important platform for changing behavior. Within 15 years, no other 
medium---TV, word of mouth, the web---will be more effective at changing what we 
KXPDQVEHOLHYHDQGZKDWZHGR´ 
It was the technological introduction of smartphones that allowed marketers to offer 
consumers an experience that is interactive through branded mobile apps, rather 
than just focusing to generate brand awareness through the mobile marketing chan-
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nel (Chiem et al., 2010). Branded mobile apps have transformed how consumers 
communicate with brands. Mainly becausePRELOHDSSVDUHSURPRWLQJ³SXOO´IRUPVRI
communication with brands, which gives consumers the control when to communi-
cate with brands (Bellman et al., 2011). With this regard, smartphones have become 
a marketing channel that provides marketers the opportunity to offer a wide variety of 
pull-based services to consumers, by enabling consumers to be in control when 
seeking content from organisations, and not only communicating with consumers in-
trusively through text, audio and video (Ajax; Irfan, 2012). This resulted in enabling 
consumers to be the ones to choose which apps they want to download on their 
smartphones, and to be in control of how much information they are willing to reveal 
(Bellman et al., 2011). 
With the rapid growth and the large amount of downloadable smartphone apps that 
are available to consumers, it becomes a difficult task for marketers to motivate con-
sumers to retain mobile apps for continuous usage (Bellman et al. 2011, Chiem et al., 
2010). Bhandari et al. (2015) explain, that what makes researching mobile apps in-
teresting, is their very high adoption rates, but the retention of apps is very low, as it 
has been reported that 26% of the people who download mobile apps only use them 
once. In addition, it is important to note that mobile phones used to be viewed as an 
intrusive marketing communication channel, due to the lack in technological capabili-
ties (Shankar; Hollinger, 2007, Winer, 2009). This notion led some researchers to 
conclude that there is a lack of research in the mobile marketing research area in 
general, due to the rapid development of the technology of mobile devices that hap-
pened at fast rates, which caused consumer behaviour to shift (Roach, 2009). There-
fore, it is suggested that the majority of existing research are based on classic mobile 
phones with their limited intrusive communication capabilities, in addition, the availa-
ble findings are viewed to be inconsistent (Ajax; Irfan, 2012). 
With this regard, the aim of this paper is to present the factors that influence con-
sumers to retain branded mobile apps from high-street retailers. To our knowledge, 
there is no research available that explain the factors that influence consumers to 
retain branded mobile apps from the high street industry. According to Nysveen et al. 
(2015), there is a gap in researching mobile services apps in a developed context, 
and there are many studies on the adoption of mobile services rather than the effects 
of using a mobile service. With this regard, this research aims to contribute to an-
swering questions UHJDUGLQJFRQVXPHUV¶UHWHQWLRQRIEUDQGHGPRELOHDSSV 
2. Theoretical Background 
2.1. Branded Mobile Apps 
7KH WHUPPRELOH ³DSS´EHFDPHSRSXODUDQGDVVRFLDWHGZLWKVRIWZDUH WKDW LVGRZn-
ORDGHGWRDVPDUWSKRQH¶VRSHUDWLQJV\VWHP3XUFHll et al., 2010). From a marketing 
SHUVSHFWLYH %HOOPDQ HW DO  S GHILQH EUDQGHG DSSV ³DV VRIWZDUH GRZn-
loadable to a mobile device which prominently displays a brand identity, often via the 
name of the app and the appearance of a brand logo or icon, throughout the user 
H[SHULHQFH´ 6PDUWSKRQH DSSV FDQ XWLOL]H WKH KDUGZDUH DQG IHDWXUes of the 
smartphone to deliver tailored experience to consumers. Therefore, smartphone 
DSSVDUHDOVRGHILQHG³DVHQG-user software applications that are designed for a cell 
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SKRQHRSHUDWLQJV\VWHPDQGZKLFKH[WHQGWKHSKRQH¶VFDSDELOLWLHVE\HQDEOLQJXVHUV
to perIRUPSDUWLFXODUWDVNV´3XUFHOOHWDO, 2010, p. 2). 
According to Cortimiglia et al. (2011) there are three types of mobile apps. First cate-
gory is marketing-oriented apps that organisations use to advertise their promotions, 
products and services. The second category is content-oriented apps that offer con-
sumers information, entertainment, productivity and communication. The third cate-
gory is service-oriented apps, which enables consumers to shop from retailers, or 
provide other services such as renting a car or booking a train ticket. 
There is a high interest among organisations to offer their services and products 
through branded mobile apps (Bellman et al., 2011). Branded mobile applications 
offer consumers a variety of ways to consume services that can be accessed any-
time and anywhere, enabling consumers to perform a wide range of daily tasks, such 
as shopping, paying bills, reading products reviews, viewing food menu, locating a 
store and getting driving directions (Kim et al., 2013). In addition, Branded mobile 
apps are found to increase interest in the brand, impacts attitude and purchase inten-
tions, and enhance WKHFRQVXPHU¶VFRQQHFWLRQZLWKthe brand. It is worth noting, that 
consumers are more likely to download branded mobile apps that are familiar to them 
(Bellman et al., 2011).  
The next section discusses the theoretical foundation and the factors that motivate 
consumers to retain high-street branded apps included in the theoretical model pre-
sented later in this paper. 
2.2. Predicting &RQVXPHUV¶5HWHQWLRQRI0RELOH$SSV 
2.2.1. The Technology Acceptance Model 
To develop a better understanding of factors that influence consumers¶ attitude and 
intention toward retaining branded mobile apps, we constructed the research frame-
work presented in this study based on conducting in-depth interviews and relying on 
previous research relating to the adoption of technological innovations and services. 
It is very important to note, that the research framework is mainly adapted from the 
Technology Acceptance Model (TAM). The TAM is recognised as the most influential 
model in investigating the drivers toward technology acceptance (Kapoor et al., 
2013). Since its existence, the TAM became a very popular model that was used and 
extended by researchers, to answer questions regarding the adoption and the ac-
ceptance of technologies (Legris et al., 2003). 
It is worth noting that the TAM based its theoretical foundation on the Theory of Rea-
soned Action (TRA). With this regard, it is important to take into consideration the 
theoretical foundation of the TAM to develop a better understanding toward consum-
HUV¶ UHWHQWLRQRIEUDQGHGPRELOHDSSV7KH7KHRU\RI5HDVRQHG$FWLRQ (TRA) was 
developed by Fishbein; Ajzen (1975) and Ajzen; Fishbein (1980), which aims to pre-
GLFWSHRSOH¶Vbehaviour through their behavioural intention. Ajzen (1988) argues that 
behavioural intention is LPSRUWDQW LQ GHWHUPLQLQJ SHRSOH¶V ZLOOLQJQHVV WR SHUIRUP D
particular behaviour. Furthermore, behavioural intention is referred to by Fishbein; 
$M]HQSDVWKH³SHUVRQ¶VVXEMHFWLYHSUREDELOLW\WKDWKHZLOOSHUIRUPVRPH
EHKDYLRU´ 
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In the TRA the behavioural intention to perform a behaviour is shaped by the individ-
XDO¶VDWtitude toward the behaviour and subjective norm. Attitude toward the behav-
iour is referred to by Fishbein; $M]HQ SDV WKH UHSUHVHQWDWLRQRI ³DSHr-
VRQ¶V JHQHUDO IHHOLQJ RI IDYRUDEOHQHVV RU XQIDYRUDEOHQHVV WRZDUG VRPH VWLPXOXV
REMHFW´ While, subjective norm is defined by Fishbein; $M]HQ SDV ³WKH
SHUVRQ¶V SHUFHSWLRQ WKDW PRVW SHRSOH ZKR are important to him think he should or 
VKRXOGQRWSHUIRUPWKHEHKDYLRULQTXHVWLRQ´Moreover, the TRA assumes that indi-
viduals are usually quite rational and make systematic use of the information availa-
ble to them to perform a behaviour in a conscious state of mind. (Ajzen; Fishbein 
1980). 
However, the TAM is specifically tailored to answer questions regarding computer 
usage and acceptance in an organizational setting (Davis et al., 1989). With this re-
gard, the TAM theorises that the behavioural intentions to use a technological inno-
vaWLRQLVGHWHUPLQHGE\WKHXVHU¶VDWWLWXGHWRZDUGDFFHSWLQJDQGXVLQJDWHFKQRORJi-
cal innovation. In other words, the positive and negative feelings (attitude) that 
consumers have toward retaining a branded mobile app, determines their willingness 
(behavioural intention) to retain the branded app. 
Moreover, in the TAM, attitude toward using a technological innovation is influenced 
E\WKHLQGLYLGXDO¶VSHUFHLYHGXVHIXOQHVVDQGSHUFHLYHGHDVHRIXVHRIWKHtechnologi-
cal innovation. Furthermore, perceived uVHIXOQHVVLVGHILQHGDV³WKHGHJUHHWRZKLFK
a person believes that using a particular system would enhance his or her job per-
formance. (Davis 1989, p.320)´ ,Q RWKHU ZRUGV if a consumer perceive a branded 
mobile app is providing him/her many benefits, he/she is more likely to have a posi-
tive attitude toward retaining the app, which is more likely to influence their intentions 
to retain the app. Furthermore, SHUFHLYHGHDVHRIXVH LVGHILQHGDV ³WKHGHJUHH WR
which a person believes that using a particular system would be free of effort. (Davis 
1989, p.320)´,QRWKHUZRUGV if a consumer perceive a branded mobile app easy to 
use, he/she is more likely to have a positive attitude toward retaining the branded 
mobile app, which also more likely to influence their intentions to retain the app. 
Researchers demonstrated the importance of ease of use and usefulness toward 
influencing coQVXPHUV¶DWWLWXGHVDQGLQWHQWLRQVWRXVHWHFKQRORJLFDOLQQRYDWLRQV)RU
example, among other variable, ease of use and usefulness were found to influence 
the use of e-services (Hung et al., 2013), multimedia messaging (Pagani, 2004), and 
m-commerce (Chang et al., 2015). 
It is worth noting, that researchers encourage looking beyond just ease of use and 
XVHIXOQHVVZKHQVWXG\LQJFRQVXPHUV¶XVHRIWHFKQRORJLFDOLQQRYDWLRQV (Legris et al., 
2003). With this regard, Legris et al. (2003) argue, that researchers should expand 
the TAM, while recognising the human and social change process, in addition to the 
factors that is appropriate to the context of the technological innovation that is being 
researched. Similarly, Chong et al. (2012) recommend expanding the traditional TAM 
when conducting a research in the m-commerce context, as they concluded in their 
study, which compared the acceptance of adopting m-commerce between Chinese 
and Malaysian consumers. Following this approach, we propose the following factors 
that are discussed in the next section. 
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2.3. Subjective Norm 
As mentioned earlier, subjective norm is referred to as, ³WKHSHUVRQ¶VSHUFHSWLRQWKDW
most people who are important to him think he should or should not perform the be-
havior in question (Fishbein; Ajzen, 1975, p.302)´. Subjective norm is something that 
is not actual; it represents the perceptions of an individual, in terms of what other im-
portant referents to the individual think about a particular behaviour (Morton et al. 
2011). Schepers; Wetzels (2007) argue that it is important to include the subjective 
norm factor when investigating the acceptance of technological innovations, because 
from a realistic point of view, subjective norm represents word-of-mouth in the busi-
ness to consumer context. Previous studies validated subjective norm to be a predic-
tor of consumers accepting e-commerce services. Venkatesh et al. (2012) found that 
VXEMHFWLYHQRUPSOD\VDVLJQLILFDQWUROHLQLQIOXHQFLQJFRQVXPHUV¶LQWHQWLRQWRXVHWKH
mobile internet. Moreover, Bhattacherjee (2000) and Hung et al., (2013) found that 
subjective norm is a SUHGLFWRURIFRQVXPHUV¶ LQWHQWLRQ WRDFFHSWH-services. Subjec-
WLYHQRUPZDVDOVRIRXQGWRLQIOXHQFHFRQVXPHUV¶LQWHQWLRQVWRDFFHSWH-government 
services. 
2.4. Compatibility 
Rogers (2003, p240) reIHUUHGWRFRPSDWLELOLW\DV³WKHGHJUHHWRZKLFKDQLQQRYDWLRQ
is perceived as consistent with the existing valued, past experiences, and the needs 
RISRWHQWLDODGDSWRUV´ Several studies found compatibility to be a predictor of adopt-
ing and using technological innovations. Hsu et al. (2007) found that compatibility is 
an important factor that influences users to use Multi Media Messaging (MMS). In the 
research area of mobile commerce, Wu; Wang (2005) found that compatibility direct-
ly influences behavioural intention to use mobile commerce. Moreover, they also 
found that compatibility is also more significant than perceived usefulness in predict-
ing the adoption of mobile commerce. Moreover, Ajax; Irfan (2012) suggest that 
when consumers shopping style is not compatible with mobile marketing, they are 
more likely to not participate in mobile marketing. Therefore, consumers are more 
likely to accept and use branded mobile apps that they feel is compatible with life-
style. 
2.5. Enjoyment 
Enjoyment is a factor that appeared in other versions of TAM (Venkatesh; Bala, 
2008), and other theories that predict the use of technologies (Venkatesh et al., 
2012)3HUFHLYHG(QMR\PHQWLVUHIHUUHGWRDV³WKHDFWLYLW\RIXVLQJDVSHFLILFV\VWHP
is perceived to be enjoyable in its own right, aside from any performance conse-
TXHQFHVUHVXOWLQJIURPV\VWHPXVH´9HQNDWHVKS.  
Researchers have showed that there is a relation between enjoyment and the use of 
technologies. The degree of enjoyment is found to influence employees to use com-
puters at work (Davis et al., 1992). Enjoyment was also found to influence consumers 
to use mobile internet (Venkatesh et al., 2012). With regard to online shopping, en-
joyment was found to motivate consumers to shop online (Monsuwé et al., 2004). 
Moreover, Enjoyment was found to influence consumer attitudes toward electronic 
shopping (Ha; Stoel, 2009). In addition, it is suggested that enjoyment can influence 
 6 
the use of m-commerce, more than usefulness and ease of use (Mahatanankoon, 
2007). Following the steps of previous findings from the literature, enjoyment is ex-
pected to play a role in motivating consumers to retain branded mobile apps. 
2.6. Brand Image 
The brand image concept was originally introduced to the consumer behaviour re-
search area by Gardner; Levy (1955). During the concept establishment, Levy, 
S SURSRVHG WKDW ³SHRSOH EX\ WKLQJV QRW RQO\ IRUZKDW WKH\ FDQ GR EXW
DOVR IRU ZKDW WKH\ PHDQ´ 7KH PHDQLQJ FRQVXPHUV KROG WRZDUG D EUDQG HQDEOHV
consumers to establish favourable or unfavourable connection toward brands (Biel, 
1992). Furthermore, Keller (1993, p.3) defines EUDQGLPDJHDVWKH³SHUFHSWLRQVDERXW
DEUDQGDVUHIOHFWHGE\WKHEUDQGDVVRFLDWLRQVKHOGLQFRQVXPHUPHPRU\´:LWKWKLV
regard, consumers are believed to establish various networked associations with 
brands in their mind, which contribute to establishing a perceived image of the brand 
(Keller, 1993, Aaker, 2012). Similarly$DNHUSGHILQHVEUDQGLPDJHDV³D
set of associations, usually organized in some meaQLQJIXOZD\´ 
Bernstein (1984), explain that the image that consumers hold toward brands is 
viewed to be of importance, because of its persuasive impact on the consumer deci-
sion making with regard to products and services that organisations offer to consum-
ers. The perceived image that consumers hold toward a brand influences their be-
havioural reaction toward organisations, which influences consumerV¶ consumption of 
products and services that are offered by organisations (Bernstein, 1984, Dowling, 
2002, Balmer; Greyser, 2006). Burleigh B. Gardner (1999, p.7) exSODLQWKDW³7KHVH
sets of ideas, feelings, and attitudes that consumers have about brands are crucial to 
them in picking and sticking to ones that seem most appropriDWH´ 
With this regard, Stern et al. (2001) explain the true essence of the brand image 
streams from the consumers need to make the decisions making toward purchasing 
much simpler, by establishing symbolic images with brands that represent a relevant 
meaning. In addition, Stern et al. (2001), argue that the consumer may base their 
decision making on symbolic associations, psychological factors, and expressiveness 
more than the physical features of the product, especially when the marketing envi-
ronment shifts from tangible to intangible offerings (e.g. services). Moreover, the 
brand image is also believed to help consumers reduce uncertainty and serve as a 
justifying element toward what they consume or purchase in competitive marketing 
environments that are driven by the rapid development of technology (Stern et al., 
2001). Therefore, Keller (2013) points out that when consumers have some 
knowledge about a brand, they may not require to engage in a lot of information pro-
cessing with regard to making a purchase decision. Therefore, it is also suggested 
that the image consumers hold toward brands aid them to reduce/avoid confusion in 
scenarios that could involve a decision that is complex in nature (Meenaghan, 1995). 
Kwon; Lennon (2009) found that the brand image consumers hold toward the brand 
from shopping offline (e.g. shopping physically at the store) influence their perception 
and loyalty toward the retailers website. With this regard, this research purposes that 
consumers hold a general perception from shopping through the multiple channels 
which high-street retailers offer them. This leads to the assumption that consumers 
are not retaining only a mobile app, but also retaining the brand in a technological 
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form.  With this regard, this research proposes that the FRQVXPHU¶V image of the 
brand influences their attitude toward retaining a branded mobile app.  
2.7. Brand Loyalty 
Jacoby; &KHVWQXWSGHILQHGEUDQGOR\DOW\DV³7KHELDVHGEHKDYLRXUDOUe-
sponse, expressed over time, by some decision making unit, with respect to on store 
out of a set of stores, which is a function of psychological (decision making and eval-
XDWLYHSURFHVVHVUHVXOWLQJIURPFRPPLWPHQW´)XUWKHUPRUHSRSXODUGHILQLWLRQRIFXs-
tomer loyalty is by Oliver (1999, p.34), who defines customer loyalty to the brand as 
³D GHHSO\ KHOd commitment to rebuy or repatronise a preferred product or service 
consistently in the future, thereby causing repetitive same-brand or same brand-set 
purchasing, despite situational influences and marketing efforts that have the poten-
tial to cause switchLQJEHKDYLRXU´ Moreover, Johar; Awalluddin (2011) suggest that 
when consumers are loyal to an electronic commerce (e-commerce) service provider, 
they are more likely to continue to use and repurchase from e-commerce service 
provider. With this regard, in this study we predict that brand loyalty influence con-
sumer attitude toward retaining high-street branded apps. 
2.8. Personalisation 
In general, services that are delivered through electronic channels are capable of 
providing consumers a personalised experience (Rowley, 2006). Jrstad et al. (2005) 
describe personalization of a mobile service as the adaption of a service to suit the 
needs and likings of the consumer. The personalisation of mobile services is known 
WRSOD\DQLPSRUWDQWUROHWRZDUGFRQVXPHUV¶DFFHStance of mobile services (Jrstad et 
al., 2005). Chau and Lai (2003) found that personalisation influences the usefulness 
of internet banking services. In addition, Alamri et al. (2014) found that users per-
ceive a personalised website to be more easy to use and useful than a website that 
is not personalised. With this regard, it is suggested that when services are custom-
ized to the preference of consumers, it enhances their perception of the usefulness 
and ease of use of the service. Considering the portability of the smartphone, it is 
proposed that personalisation is an important factor, which enhances the usefulness 
and ease of use of high-street branded apps.  
2.9. Escapism 
+LUVFKPDQ  UHIHUV WRHVFDSLVPDVDQ ³DVSHFWRIDQKHGRQLFEHKDYLRXUGHDOV
with activity in order to escape a reality that the individual finds difficult or is unable to 
deal with adequately. Therefore, people may seek to experience a desirable mental 
state of mind that is different from the ordinary everyday reality (Hirschman, 1983).  
Grant; O'donohoe (2007) found that since mobile phones allow users to instant per-
VRQDO DFFHVV DW DQ\ WLPH DQG ORFDWLRQ LW DOORZV XVHUV WR ³GULIW DZD\ mentally from 
particular activities´ when they feel bored and they feel the need to pass time. This 
finding is consistent with the conceptualisation RI WKH WHUP ³HVFDSLVP´DV it is sug-
gested that ³«individuals may have a greater need to escape the unpleasant reali-
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WLHVRIOLIHE\HQJDJLQJLQDFWLYLWLHVWKDWDOORZWKHPWRIRUJHWWKHLUSUHVHQWSUREOHPV´
(Hirschman, 1983, 75) 
Escapism can also play an important role in delivering an enjoyable experience for 
retaining high street retail branded mobile. Hofacker (2008) suggest that an enjoya-
ble experience of services in an electronic retail environment can be achieved 
WKURXJK³HVFDSLVWHOHPHQWV´VXFKDVLPDJHVVRXQGVcolours and streaming media. 
Moreover, Monsuwé et al. (2004) explain that in an online shopping explain that es-
FDSLVP FDQ EH UHIOHFWHG LQ WKH FRQVXPHU¶V HQMR\PHQW WRZDUG LQIOXHQFLQJ them to 
shop online. In this paper, it is purposed that consumers may retain a branded app, 
because it provides them the opportunity to escape through using the app to seek an 
enjoyable experience. With this regard, this paper proposes that escapism can in-
crease the consumer perception of enjoyment, which in turn will influence their atti-
tude to retain high-street branded mobile apps. 
3. Research Methodology 
7KLVVWXG\IRFXVHGRQLQYHVWLJDWLQJWKHIDFWRUVWKDWDUHOLNHO\WRLQIOXHQFHFRQVXPHUV¶
intentions to retain branded high street retail mobile apps, in addition to investigating 
the role of brand related variables that may influence the intentions to retain branded 
mobile apps. There is very limited research on branded mobile apps, and to our 
knowledge there are no other studies available that focus specifically on high-street 
retail apps. With this regard, to gain a deeper understanding of the retention of 
branded mobile apps, this research used a qualitative study. A qualitative approach 
will help us capture a better understanding of consumers perceptions and attitudes 
toward the retentions of high-street branded mobile apps, and help develop the con-
ceptual framework (see: Healy; Perry, 2000). 
A total of 21 face-to-face in-depth interviews with non-student consumers who al-
ready retain branded mobile apps from high street retailers were conducted, in order 
to gain deeper understanding of their perceptions, attitudes and their intentions to-
ward retaining branded high street mobile apps. The format of the in-depth interviews 
was semi-structured to allow the participants to express their own viewpoints and 
feelings regarding the topic of research (Flick, 2002). Participants in the interviews 
were almost equally divided and covered a variety of ages, ranging from 23 to 53 
years. The in-depth interviews with the participants in this study were recorded and 
each in-depth interview lasted approximately one hour. The next section will discuss 
the findings from the in-depth interviews. 
3.1. Findings and Discussion 
3.1.1. Brand Image 
Respondents have commented on their perception of high-street retail brands, which 
they retain and use their branded mobile apps. With this regard, the perceptions that 
consumers hold toward the high-street brand influence their intention to retain the 
high-street retails store branded mobile app. Therefore, if consumers perceive the 
high-street retail store as a premium brand and meets their expectations they will be 
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more likely to be willing to retain their branded app. This is reflected in the following 
quote: 
 
I really OLNHZKDWWKH\KDYHJRWWKHSURGXFWVWKHVWRUHDQGJHQHUDOYLEH,W¶VD
premium brand, their app really met my expectation. [Respondent 1] 
 
9HU\UHOLDEOH\RXJHWZKDW\RXVHH,W¶VSUREDEO\DPLGGOHUDQJH<RXFDQEX\
for everything, you can buy children and for adults. You can buy trendy stuff 
EXWDOVRFODVVLFV,W¶VDOZD\VUHOLDEOH [Respondent 2] 
 
I like them a lot. I associate John Lewis and Waitrose together. I think they are 
a good brand, reliable!,W¶VDOZD\VYHU\JRRGVHUYLFHDQGLI-RKQ/HZLV is sell-
ing something you can rely on it being high quality. Sometimes it might not be 
MRKQ/HZLV¶VRZQEUDQGEXWLILWLVDQRWKHUEUDQGLWZLOOEHJRRG,OLNHMRKQ/Hw-
is. [Respondent 3] 
 
Consumers are not likely to retain branded mobile apps which they perceive not up to 
their shopping tastes. This is related to the experience that consumers encounter 
from shopping in high-street retail stores, which also forms their perception of high-
street retail store brands. This view is expressed in the following quote: 
 
From experience of shopping in their store, they are too young for me. Top-
shop and River Island are very similar. I went in about 5 years ago and 
thought µWKLVLVQ
WPHDQ\PRUH¶,ZRXOGQ¶WPLQGKDYHQWKHLUDSSEXWWKHVWRUH
LVQ
W ULJKW ,GRQ¶WDFWLvely avoid them, they just don't cater to my tastes. [Re-
spondent 1] 
 
It is important to acknowledge that consumers may retain multiple high-street brand-
ed mobile apps in their smartphone. Therefore, consumers may have different per-
ceptions of each branded mobile app they retain on their smartphone. Respondents 
expressed their perceptions between two high-street branded mobile apps in the fol-
lowing: 
 
 
As a brand I like Marks and Spencer, I still see them as a traditional, it was a 
place my family shopped years ago. I think there is a good reputation and I 
OLNH WRVKRS LQ WKHUH ,W LVDJRRGSODFHWRVKRS ,W¶VQRWDVXS WKHUHDV-RKQ
/HZLV ,W GRHVQ¶W KDYH WKH VDPH UDQJH RI SURGXFWV WKDW ,¶P ORRNLQJ IRU OLNH
electronics or make-up. I like the shop and I like the store. I see John Lewis 
slightly better as they are very customer focused. With their price match and 
WKLQJ , WKLQN WKH\DUHJRRGIRUDKLJKVWUHHWVWRUH ,¶YHQHver had any issues 
with Marks and Spencer, I think they are quite good. [Respondent 4] 
 
JRKQ/HZLVVHHPVPRUHSUHPLXP LQ WHUPVRIFORWKLQJ LW¶VYHU\VLPLODU-RKQ
Lewis isn't as trendy but they still have decent clothing department. House of 
Fraser is ahead of John Lewis instead of clothing. John Lewis is more pol-
ished. House of Fraser has upped its game, it has also ways seemed like a 
Glasgow institution. I have a tie to it from my youth. [Respondent 1] 
 
 
Respondents also commented on how their perception of the brand changed from 
negative to positive about a high-street branded app which they retain. The percep-
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tion that they hold toward the brand is related to their shopping experiences from the 
high-street store. This is expressed in the following quote: 
 
I think in the last 4 or 5 years they have caught up with the times. If you went 
in years ago in Glasgow the gents clothing department smelled like sewage. 
Now its upstairs, well laid out, no in your face sales people. I would only go 
there for clothing, not for any other products. [Respondent 1] 
 
 
From the above, the image of the brand plays an important part for consumers when 
retaining mobile apps form high-street retailers. The respondents associated what 
they think and feel regarding a high-street branded app with their physical shopping 
experiences from high-street stores. With this regard, this paper purposes that the 
FRQVXPHU¶VSHUFHSWLRQRIDKLJK-street retailer, motivates the consumer in retaining 
the high-street retailer branded mobile app. 
 
 
3.1.2. Brand Loyalty 
It was concluded that one of the factors that motivates the respondents to retain high-
street branded apps, is brand loyalty. This view is expressed in the following quotes: 
I see myself as a loyal customer and having the APP enhances that. [Re-
spondent 1] 
 
I used to do an online shop every week with Tesco but then I changed to 
Asda. Then you get all your favourites saved and it becomes a pain in the 
QHFN WRFKDQJHDQG , WKLQN WKDW¶VZK\ WKHFRPSDQLHVGR LW , IHHO WKDW ,GRQ¶W
then delete my Tesco one because sometimes I like to switch between them 
and look at both. I feel a bit of loyalty to them both because I have them both 
on my phone and I feel like I should use them both. [Respondent 4] 
7DNLQJWKHEUDQGOR\DOW\¶VGHILQLWLRQZKLFKZDVPHQWLRQHGHDUOLHULQWRFRQVLGHUDWLRQ 
brand loyalty is proposed to be one of the important drivers which influences con-
sumers to retain branded mobile apps. Therefore, if a consumer intends to keep re-
purchasing and consume services from the brand, he/she is more likely to retain the 
high-street VWRUH¶VEUDQded mobile app.  
 
3.1.3. Usefulness and Ease of Use 
Respondents mentioned that the ease of use and usefulness of high-street branded 
apps is important to them. With regard to ease of use, since consumers use high-
street branded apps on the go, they need the app to be easy to access and the pro-
cess of consuming the service to be straight forward and respond quickly. This view 
is expressed in the following quote: 
 
I have to say that I would expect them to be simple, straight forward, easy to 
IROORZDQGTXLWHUHOLDEOH«I think for me ease of use and ease of access is very 
important. [Respondent 2] 
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Well they are all pretty easy to use but, well I can always get to where I want 
WRJREXWZLWK-RKQ/HZLVLWIHHOVHDVLHULW¶VQRWDVFRQIXVLQJLW¶VDQLFHUHx-
perience. [Respondent 6] 
 
 
From the above, ease of usH LV DQ LPSRUWDQW IDFWRU WKDW FDQ LQIOXHQFH FRQVXPHUV¶
attitude toward retaining high-street branded apps. Moreover, it is important for high-
street retailers to deliver a service experience through their branded mobile apps to 
consumers which is easy to use, easy to access and responsive. 
 
With regard to usefulness, respondents mention that high-street branded to offer 
them benefits. Mainly because, branded apps can simplify their life, as it allows them 
to save time in their busy day, enables them to be more productive and also help 
them plan their purchases. This view is expressed in the following quote: 
 
Apps make my life easier, especially with my 7-month year old. Anything that 
can simplify life and give you an extra 10 minutes SHUGD\«,GRQ¶WNQRZZKDt 
makes them indispensable. It has to be a two-way thing, they need to offer me 
something back to become more important to me. [Respondent 1] 
 
Well I think they do make things quicker, especially on the phone, they allow 
\RX\RXGRQ¶WKDYHWRJRWKURXJKWhe loading process so much, I think it feels 
a lot more streamline. I like to use them. [Respondent 6] 
 
Useful, very useful. Certainly their accessibility is undeniable...You know with 
D ODSWRS \RX DUH WU\LQJ WR JHW D FRQQHFWLRQ EXW D SKRQH LW¶V VR HDV\ [Re-
spondent 7] 
 
High-street branded mobile apps also help the consumers to be more productive, as 
it enables them organise and plan their purchases. This view is expressed in the fol-
lowing quote: 
 
I guess they are really good for helping you with the planning and things. [Re-
spondent 8] 
 
 
From the above, it is proposed that if consumers perceive they are more likely have 
positive attitude toward retaining the app, which then will influence their intentions to 
retain it. 
 
 
3.1.4. Enjoyment 
Respondents commented that shopping for products that they really want is enjoya-
ble. Moreover, it was also mentioned that the experience of shopping through the 
high-street mobile app is enjoyable it its own self. 
Yes, anything you really want is enjoyable to shop for! I like jeans, I might get 
excited about looking at jeans! [Respondent 1] 
 
But that was a barrier I got through in the end. There was a period maybe two 
or three years ago when I still shopped through a website or go in store. But 
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when I started making purchases through apps and I enjoyed it. [Respondent 
9] 
 
From the above, it is proposed that if consumers perceive the experience of using the 
high-street branded mobile app to enjoyable they will more likely have positive atti-
tude toward retaining the app, which then will influence their intentions to retain it. 
 
3.1.5. Escapism 
As mentioned earlier, escapism is conceptualised as an aspect of hedonic behaviour. 
Respondents have commented on using branded high-street branded apps to es-
cape from the daily routine and pass time, which is expressed in the following quote: 
 
<HV,GRLWRQP\OXQFKEUHDNDQGRQWKHWUDLQWRZRUNNLOOLQJWLPH,I,¶PVLWWLQJ
at home rather than sitting on Facebook or twitter rather I would go in and 
scroll through John Lewis to see if they have got anything new in. [Respond-
ent 5] 
 
When consumers escape through using branded mobile apps they seem to be 
spending more time on the app then they initially planned. In other words, consumer 
who seek to escape through branded mobile apps and find that they have spent 
more time than intended, are doing so because they are enjoying their experience. 
 
I do know what you mean. I do it a lot when I get into bed. I will think I will just 
check this quickly and before I know it, I will have been looking at things for an 
hour. [Respondent 10] 
 
With this regard, if a consumer feels that high-street branded mobile app allows 
him/her the opportunity to escape and provide an enjoyable experience, it is more 
likely that he/she will develop a favourable attitude toward retaining high-street 
branded apps, which then will influence their intentions to retain the app. 
3.1.6. Compatibility 
Respondents viewed branded high-street retail apps to be compatible with their busy life-
style. Interestingly, when asked about compatibility, they seem to associate it with the use-
fulness of the app. This view is expressed in the following quotes:  
 
 
,MXVWZRUN0RQGD\WR)ULGD\RIILFHKRXUVDQG,GRQ¶WGULYHVR,RIWHQGRQ¶WJHW
to the shopping centres or whatever so LW¶V just easier to order it and collect it 
from a store. [Respondent 5] 
 
You know again it probably goes down to a time thing. Because I have young 
FKLOGUHQ,¶PDOZD\VUXVKLQJ\RXZDQWVRPHWKLQJWKDW\RXFDQGRTXLFNO\DQG
you want the reality that it will be there in 3 days. If there is a problem, you 
know it will be resolved. [Respondent 2] 
 
I would personally find that shopping with three children is a complete night-
PDUH,I,DPJRLQJWRGRVRPHWKLQJ,ZDQWWRNQRZWKDW,¶PQRWJRLQJWRZDVWH
my time. [Respondent 8] 
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With this regard, it is suggested that there is a connection between compatibility and 
the usefulness of branded high-street mobile apps. With this regard, when consum-
ers view branded mobile high-street apps compatible with their lifestyle, their percep-
tion of usefulness is increased. 
3.1.7. Subjective Norm 
My JLUOIULHQGXVHV MRKQ/HZLVD ORW ,GRQ¶WNQRZ LI VKH LQIOXHQFHGPHZHOO ,
guess she did because I see her all the time! [Respondent 6] 
 
Yeah I have some friends that got me into Waitrose and subsequently John 
Lewis, I looked up to them and they were shopping there. [Respondent 1] 
 
3.1.8. Personalisation 
Personalisation is an important factor for the retention of branded high-street apps. 
Respondents commented that they expect branded apps to offer a personalised ex-
perience, beyond just storing their billing and addresses. It is not important, that 
when high-street branded mobile apps do not offer a good personalised experience, 
it can annoy the person retaining the app. This is expressed in the following quote: 
Both of them have a mDGSURILOHIXQFWLRQ,GRQ¶WXVHWKHPWKDWUHJXODUO\ But 
WKHSURILOHVHFWLRQVHHPVOLNHLW¶VWRVWRUH\RXUDGGUHVVZKLFKLVJRRGIRUELOl-
ing and stuff, but in terms of preferences and stuff it would be a bit better if it 
was a bit more refined I guess. [Respondent 9] 
It is also important that branded high-street apps to personalise the experience of the 
app based on the gender of the customer. This view is expressed in the following 
quote: 
In terms of the apps, in the likes of Zara and stuff, Zara is complicated to com-
SDUHZLWK7RSPDQEHFDXVH LW¶VQRWXQLVH[$VVRRQDV\RXJR LQWRWKH=DUD
DSSLWVZRPHQ¶VILUVWWKHQ\RXVFUROOGRZQIRUWKHPHQ¶VVHFWLRQ,WKLQNLI,ZDV
going into another type of app, like gaming, right away when you open the app 
Zara coXOGVWRUHZKHWKHURUQRW\RX¶UHPDOHRUIHPDOH[Respondent 9] 
 
 
Consumers also may retain high-street branded apps because it makes the process 
more useful and simpler than using a mobile browser on their smartphone to make a 
purchase. This view is expressed in the following quote: 
 
$ ORWRI WKHPDUHTXLFNHU WKDQ WKHZHEVLWH WREHKRQHVW ,GRQ¶WNQRZ LI WKH\
were brought out to create a more personalised experience or that a lot of 
brands felt that they had to keep up with each other. [Respondent 11] 
 
 
I do think it makes the processes simpler and easier, therefore the decision 
PDNLQJLVDORWHDVLHUWRGR\RXGRQ¶WQHHGWRWUDYHOLQWR*ODVJRZWRJRWRWKH
VKRSDQGLW¶VYHU\HDV\WRGR,NQRZWKDW,SXUFKDVHDORWPRUHRQOLQHWKDQ,
ever use to. My whole Christmas has been purchased online bar a couple of 
WKLQJVWKDWLWZDVQ¶WSRVVLEOHWRJHW7KHDSSVMXVWPDNHWKLQJVVLPSOHUWRGR
The things that annoy me having to get through the mobile website and having 
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to put all the details in again. All your detDLOVDUHWKHUHDQGLW¶VMXVWFRQILUPLQJ
your method of payment. [Respondent 10] 
 
From the above, respondents demonstrated that importance of personalisation as 
factor that makes their experience when using their high-street branded apps more 
useful and simpler. Thus, based on the interpretation from the literature and the in-
depth interviews, we reach to the conceptual model that is presented in figure 1, 
which is to be tested through a quantitative method in the next stage of this research: 
 
Figure 1: Conceptual Framework: 
 
 
 
 
 
 
4. Conclusion 
It is important for organisations to understand the reasons that motivate consumers 
to accept, use, retain and adopt new technological innovations, regardless whether 
its providing services or products, especially when services play a central role in in-
formation and communication technology environments (Bitner et al., 2000). The 
primary objective of this study is to provide insights to what influences consumers to 
retain branded mobile apps in the context of high-street retailers. The results high-
 15 
light the importance of exploring brand related factors such as brand image and 
brand loyalty when researching the retention of mobile services. The study also 
showed that respondents elaborated on their past experiences from shopping physi-
cally at a high-street retailer and how it influences their attitudes toward the retaining 
WKH UHWDLOHU¶VEUDQGHGDSS7KLVVXSSRUWV WKDW consumers past experiences form in-
teracting with an offline channel (e.g. Physical store) is transferred to an electronic 
channel (e.g. branded apps) (Kwon; Lennon, 2009). In addition to exploring brand 
related factors which play a role in influencing consumers to retain mobile services. 
This study also proposes the importance of recognising utilitarian (e.g. ease of use 
and usefulness), hedonic (e.g. Enjoyment), social influence (e.g. subjective norm), 
while also recognising the role of personalisation and compatibility when researching 
mobile services in the context of retention. The study also highlight the need to cap-
ture consumer perceptions toward technological innovations and not fully rely on in-
formation system theories (Hilton et al., 2013). 
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